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据麦克·波特的竞争战略理论，本文在 PEST 和 SWOT 分析的基础上对企业目前所









































The value chains of automotive market Industry have been transferred from the 
auto manufacturing market to the automotive aftermarket services industry with the 
development of Chinese automotive industry. The automotive aftermarket shares are 
now several times of the auto manufacturing market and it’s developing with high 
speed too. A lot of small and medium-sized enterprises have entered this industry and 
result in a scattered market pattern, at the same time reduced the whole enterprises’ 
profits. The wide-opened market is apt to absorb the foreign capital, and the whole 
industry is faced with cut-throat competition. 
As a local enterprise in Fujian province, HPCY concentrated on increment of 
automotive aftermarket for nearly 20 years, and experienced four crucial adjustments. 
Great changes have taken place in the corporation during the past 20 years and now, 
HPCY has nice operation and management, and become one of the best enterprises in 
Chinese automotive aftermarket services industry. How to maintain the leadership 
position and seek better development, is worthy of careful consideration for the bright 
prospects. This thesis, which is based on the PEST and SWOT methods and 
Competitive Strategy Theory by Michael E. Porter, makes an analysis of the condition 
and position for the company, as well as a description of the enterprise’s competition 
strategy, that is, concentrated alienation. 
The thesis is divided into five parts. The first chapter mainly introduces the 
related circumstance of the automotive aftermarket services industry, the history and 
development of HPCY, and elaborates the management and supervision, coinciding 
with the stratagem problems. The detailed analysis of exterior environment and 
internal surroundings, which is based on PEST methods, as well as a broadcast of 
after-auto services industry prospects, will be made in the second chapter. The third 
chapter introduces the operation pattern and value chains of the enterprise, then 
analyses the advantage, disadvantage, opportunity and challenge of the company with 
the SWOT model. The fourth chapter chiefly explores the choices of the competitive 
strategy and makes a conclusion for the basic competitive strategy. At the last part, the 
mainly concrete measures are enumerated, including the HPCY brand, professional 
services conduction appearance, business scope and layout model, regional aggregate 
competing planning, matching of organizational structure, culture and competitive 
strategy. 
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第一章 导 论 
据中国汽车工业协会统计，2006 年中国汽车产量达到 728 万辆，销售量达
722 万辆。国产轿车的总销量为 382.89 万辆，同比增长 36.89%，增幅比 2005 年
提高 12.58%；轿车成为所有汽车类型中增长最快的产品，私家车购买比例也已
经增加到 77％左右。2006 年年底中国已经超越德国，成为世界上第三大汽车大
国；新车消费超过日本，跃居世界第二。①截至 2007 年 3 月，全国机动车保有量






对世界排名前 10 位的汽车公司近 10 年的利润情况分析，在一个完全成熟的国际
化汽车市场中，零部件供应与汽车生产利润约占 20%；汽车销售利润约占整个汽








                                                        
① 中国汽车工业协会官方网站：http://www.caam.org.cn/，行业统计栏目，2007 年 2 月。 
② 新华网法治频道：http://news.xinhuanet.com/legal/2007-04/09/content_5953333.htm。公安部
交管局对外通报称，在 1.1 亿辆机动车中，私人汽车 30954055 辆（私人轿车 12477175 辆，
占私人汽车的 40.3％），占汽车保有量的 59.74％，比 2006 年底增加 1699489 辆。 
③ 贾永轩,乔军：《汽车服务利润》，机械工业出版社，2006 年 1 月，P1。 
④ 国家信息中心中国经济信息网：《中国行业发展报告－汽车服务业》，中国经济出版社，2005





















































                                                        
① 国家信息中心中国经济信息网：《中国行业发展报告－汽车服务业》，中国经济出版社，2005
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